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ABSTRACT

The Objective of this study were (1) to study a decision to Purchase Computer for
Graphic Designer in Bangkok (2) to study a decision to Purchase Computer for Graphic
Designer in Bangkok classified by demographic factors (3) to study Marketing Mix (4Ps)
affecting a decision to Purchase Computer for Graphic Designer in Bangkok. (4) to study the
behavior factor that influence your decision to Purchase Computer for Graphic Designer in
Bangkok (5) to study the brand image affecting a decision to Purchase Computer for Graphic
Designer in Bangkok. The sample group was 400 working people in bangkok.

The results of hypothesis testing showed that working about Graphic Designer in
bangkok with occupation and income per month caused different, Making the decision to
purchase Computer for Graphic Designer in Bangkok was different. Moreover, Marketing Mix
(4Ps) affecting a decision to Purchase Computer for Graphic Designer in Bangkok included
Product, Place, Promotion affect to the decision to purchase Computer for Graphic Designer
in Bangkok.

Keyword: The decision; Computer; Graphic design
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